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Campus center construction 
underway 
Construction is proceeding 
Construction of the new BCBSF campus center at Deerwood 
continues on schedule. This 640,000 square-foot facility will 
house 3,000 employees within three buildings. The buildings 
(called A, B and C) are being built simultaneously. However, 
according to Bob Cooper, director of Strategic Facilities 
Planning, each is at a different stage of development. 
We completed the concrete floors, walls and columns 
(known as the superstructure) for Building B in early May. 
The six-story building's decorative and protective outside 
pre-cast panels are now being put in place. Employees are 
scheduled to relocate to Building B in March 1997. At eight 
stories, Building A is the tallest of the three buildings; its 
superstructure will be complete late July. May 1997 is the 
targeted occupancy date for Building A, followed by 
Building C's occupancy in July 1997. 
Construction of the campus' underground utilities is 
also moving on schedule. Water, sewer, drainage, data 
conduits and voice communication conduits are being 
installed. Cooper explains that the power, voice and data 
systems will have dual entry points, so in case of a power 
outage, "the campus will be up and running in an hour 
or less." Later this summer, work on the parking lots and 
irrigation begins. 
The new campus center marks the first time 3,000 BCBSF 
employees will be in one location. The strategic facilities 
workgroup conducted more than 180 interviews with all 
work units to help determine which departments will relocate 
and what specific needs should be included in the planning. 
"The areas currently identified for relocation have met with 
.> 
on all three buildings at the 
new corporate campus. Shown 
above are buildings B, A, 
and C (from left to right). At 
right is the main entrance 
and roadway. Employees will 
have an opportunity to name 
the main entry road in an 
upcoming contest. 
architects to fine tune their space requirements," says Cooper. 
To date, space planning for more than 2,000 people has been 
completed including floor plans, space layout and seating 
arrangements. Planning will continue up to occupancy so we 
can remain responsive to business conditions. "This feedback 
will provide closer coordination and better communication 
among units. Close proximity will also gain efficiencies, 
facilitate cross-training and the ability to become cross­
functional with other components of the business," adds 
Cooper. There is also a feeling of a shared purpose when 
seeing fellow employees on campus-whether it's running 
into a workgroup member on the way to another building 
or a lunch meeting in the cafeteria. 
Although the campus center will bring together the 
majority of the areas supporting private business (currently 
scattered throughout 15 buildings in Jacksonville), approxi­
mately 1,000 employees will remain in leased facilities. 
Leased space provides flexibility to expand with minimal 
financial risk. 
The Strategic Facilities workgroup conducted exten­
sive benchmarking of top corporations across the country 
to help shape the new campus center into a world-class 
facility. For example, the buildings will house a health 
facility, fitness center (both firsts for BCBSF) and a 25,000-
square-foot cafeteria. The new facility will support our 
corporate objectives for organizational and financial 
effectiveness while enabling us to provide the finest 
products and service to our customers. 
Make your mark on 
the campus 
Make your mark on our new corporate 
campus by submitting the winning name for the 
campus' main entrance road. You could win two 
airline tickets to any destination in the continental 
U.S.! Contest details will be announced June 7. 
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Compass Program in review: 
Setting direction for business ethics 
Ask a backpacker what's the one piece of equipment 
necessary to navigate out of a vast forest and the answer 
will probably be "a compass." Ask a BCBSF employee 
what's the navigational tool used to 'chart the course' 
for ethical business-decision making and you'll hear 
"the Compass Program"™. 
Launched one year ago, the Compass Program 
equips employees with the knowl­
edge of what is ethical behavior at 
BCBSF. The program provides 
guidelines and mechanisms to help 
all employees make fair, informed 
business decisions. 
More than 97 percent of 
employees received Compass 
training through year-end 1995, 
and all members of the Board of 
Directors are trained. All new 
employees receive training during 
in-processing. According to Mary 
Wood, Vice President, Corporate Compliance, the 
program has been extremely successful in its inaugural 
year. "Employees have used the Compass Program for 
the right reasons. In a 6-month period, more than 100 
calls were placed to the Compliance Office with 
questions, issues and concerns regarding potential 
violations to be addressed," says Wood. Most ques­
tions involve conflict of interest situations (such as 
employment with another entity), acceptance of gifts 
from vendors and other parties, and technical ques­
tions about particular policies and laws. 
In 1995, the Compliance Division received 72 
reports of potential violations. Only 15 resulted in 
disciplinary action. Other reports resulted in counsel­
ing, conflict resolution among employees facilitated by 
the Employee Relations staff, and involv�ment of man­
agement to correct other work problems. Almost all 
reports highlighted bona fide work issues that merited 
some intervention, though not necessarily from the 
Compliance Office. These results reflect employee 
commitment to our business ethics and our corporate 
values of honesty, integrity and fairness. 
Feedback from employees is very positive. "Employees 
say the program is overdue and are pleased to have 
access to BCBSF policies," says Wood. "Many com­
ment favorably on senior manage­
ment's support for the program 
and suggest annual refresher 
training." There has been concern 
regarding the solicitation and 
distribution of literature policy, 
but Wood explains that our 
corporate culture makes this 
policy necessary. "What would 
happen if a supervisor required 
you to purchase a raffle ticket he 
or she is selling? You might feel 
obligated and fear reprisal if you 
didn't purchase it - whether you wanted to or not. 
That's one reason we have this blanket policy - to 
protect employees and avoid these situations." 
Data collected by the Compliance Office during the 
past year indicate: 
-¢-- Employees understand and accept the Compass 
Program. 
-¢-- Corporate ethics are widely observed and 
upheld. 
-¢-- Severe compliance violations such as stealing 
and fraud have been isolated incidents. 
But it's important to measure the success of the 
Compass Program by the people it helps. "We've gotten 
a lot of questions regarding corporate policy and 
employees are getting immediate responses," says Wood. 
"Employees have received training to maintain the 
highest ethical standards. We're all more sensitive to 
business ethics issues." 
Meeting customer needs through 
product expansion 
It's almost summer and the heat is on-and it's not just 
the temperature outside. We all face the challenge of 
meeting the objective of 100,000 new contracts for 1996. 
And several areas are hard at work to rollout, expand 
and sell products to help achieve this goal. 
BlueCare introduced 
We recently introduced an individual HMO product 
for people under 65. The new product, BlueCare, became 
available in Dade, Broward, Palm Beach and Martin 
counties on April 1. Two months later, it expanded 
into the West Coast and Central regions. 
Statewide availability is planned for 
later this summer. 
An under-65 individual HMO 
product has long been identified 
as a customer need, especially 
for the self-employed, people 
working for companies that don't 
offer group coverage and early 
retirees. BlueCare is a classic HMO 
product with benefits that include 
prescription drugs, maternity, 
preventive health services, alcohol and 
substance abuse services, and treatment 
of mental and nervous disorders. These 
benefits are comparable to the competition's 
offering and small-group reform product requirements. 
A multimedia advertising campaign ran in south 
Florida before and during the product rollout. The 
campaign generated more than 5,000 leads resulting in 
hundreds of applications. We are now issuing contracts. 
Leads will be followed up by telemarketing and general 
agents. The sales goal for 1996 is 5,000-plus contracts and 
the program is on-pace for meeting this goal. 
Future plans call for additional enhancements to 
BlueCare so it can continue to meet customer needs. Plan­
ning for 1997 includes adding dental and vision benefits. 
Medicare & More expands 
Another product contributing to the 100,000 new 
contract goal for 1996 is Medicare & More, BCBSF' s 
Medicare HMO. Previously available in the South Florida 
and Jacksonville areas, this product was recently intro­
duced in the West Coast region. And we're gaining 
momentum! We received approval ahead of schedule 
from the Health Care Financing Administration to offer 
Medicare & More in the Central region. Market response 
in the West Coast region has been enthusiastic. More than 
9,000 members have enrolled in this region alone since 
April 1. With a target of more than 50,000 sales, the success 
of Medicare & More plays a significant role in our overall 
goal of achieving a net gain of 100,000 new contracts. 
Medicare & More is important to the over-65 market, 
says Linda Blake, Medicare & More product manager. "It 
provides another choice for the over-65 consumer. Now 
customers can choose from among three product types -
traditional Medigap coverage, PPO with Advantage65 
Select and now an HMO with Medicare & More." It's 
also strategically important to BCBSF's product portfolio. 
"Medicare & More offers the opportunity to provide 
additional products to group retirees," says Blake. 
